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Lighting

Floor lamp, Chandelier, Wall lamp, Desk lamp, Clamp lamp

ERNEH

Interior Accessary
Vase, Bowl, Tray, Cup, Plate, Solt shaker, Peppar shaker

Candle holder, Photo holder, Pencil holder, Ashtray, Dish

CD holder, Wall panel, Book case

FHERER R

Kitchen, Bathroom, Sanitary ware

Kitchen, Washbasin, Bathtub, WC, Bidet, Shower box

Tap and Fitting, Shower, Sanitary-ware, Bathroom furniture,

Whirl - and Wellbing - system, Accessory

RE

Funiture

Chair, Sofa, Rocking chair

Stool, Table, Desk, Sofa table

Low table, High table, Container

Book case, Shelf, Clothes stand

Reclining chair, Chaise longue, Sofa Bed, Arm chair
Extendable table, Bench, Stackable chair

Stackable stool, Extension table, Coffee table
Working desk, Light table

Little table tray, Coat stand, Screen

Bar stool, Magazine holder

Cupboard, Carpet, CD rack, Book shelf, Mirror, Console

Beach chair, Sideboard, Bedside table
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Photons and polymers / Denis Santachiara
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In popular imagination, design, like fashion, means everything that is new and creative
in society, and everything that creates entertainment. Examples include the red Ferraris,
the nippy Smart, and the many designer objects that are featured in TV talk shows or
soap operas, so even before being elements in our own daily life, they are a part of
entertainment. This is nothing strange. We live in an entertainment society, and so
designer products quite rightly appear on stage.

If there is one subject that is characteristic of our age, it can only be design. This subject
has blurred edges, as it refers both to the merchandise production system, and the form
of objects, whether these be cars, settees, coffee-makers, computers, back-packs,
sunglasses, watches, cellphones, the large advertising posters that compete with
architecture in our cities, or software design. It is a subject area that determines and
affects - positively and negatively - our behaviour, with its ramifications into the areas of
fashion, IT, packaging and communications.

We should also consider the question of participation and awareness, Up until ten years
ago, design was noticed by a limited segment of the population. Today, on the other
hand, everyone talks about design - not always accurately - and everybody participates
in a world-view in which fashion, design and lifestyle generate a collective image. This
in turn represents the base-line for every new dream or project. The centrality and
importance of design have changed the relationships between the various components
of the subject, as well as its structure. Definitions of design such as "the planning of
industrially-manufactured objects, in other words objects made by machines, in series
production” were defined as inadequate and ambiguous by Maldonado years ago,
today are totally out-dated. Not because objects are no longer mass-produced (though
today, digitally-controlled units are capable of “mass-producing” objects that all differ
one from another), but because design is now much more than this. The borderlines
between the arts, architecture, design, bodycare and fashion, which once seemed rigid
and insuperable, now appear to have disappeared like the surf on the beach.

Up until fairly recently, when talking of design, one referred above all to objects
combining recognized aesthetic quality with optimized manufacturing processes.
Today, on the other hand, the field has expanded rapidly, and includes not just
products' appearance, but also other equally important professional areas, such as
communications design, strategy design, and enterprise planning. This evolution in the
field corresponds to a higher degree of complexity coming from its multiple interactions
and from the links generated between the different subject areas. The change in
design, therefore, has nothing to do with language or style, even though these have
evolved - and become involuted - considerably over the years. They have changed from
a functional-Gestalt approach to a narrative-Baroque dimension, with incursions into
minimalism and ethnic languages. But the real change that has washed over the entire
design scene like a tidal wave concerns design’s role in society, right down to the
identity and behaviour of the figures who animate the new situation. The scenario is
not one of products, but of worlds. We can start with designers themselves. They are
no longer artists working in isolation, but they are at the head of true design
companies, each of which has its own brand, interpreting a certain vision of society.
Examples include Philippe Starck, Stefano Giovannoni, Denis Santachiara, Massimo losa
Ghini, Aldo Cibic, Matteo Thun, Karim Azzabi, IDEO, Ross Lovegrove and Droog Design,
but there are many others: we cannot omit to mention Alessandro Mendini and Ettore
Sottsass, in many ways the mentors of many of the former designers. At the same time,
companies have swung towards the role of “object publishers”, performing the same
function as that of a producer for a film or a theatre performance. And in this way, the
design concept has undergone a transition from its original meaning of shaping an
object to a purely linguistic sense of communicational and functional performance. In
this new scenario, a product in itself, and likewise the shape of the object, necessarily
relate to values concerning communications, and above all strategy design. Consumer
goods today consist primarily of image, and, even before this, of so-called "mindstyles”,
and so it is obvious that the physical product is destined to become just a component
within a mental and emotive structure which is in turn fuelled by many other factors.

It should be said that the greater interest in design and its ever growing presence occur
in a moment of economic unrest due to numerous factors. Starting from the economic
recession in Europe, especially in Germany and Italy, the difficulties in many regions of
South America and the United States, as well as from the side effects of warfare that
continues to create insecurity and instability. But if things are not going as well as they
used to, and if the so-called Italian design miracle has dropped back from its peak, there
must be some responsibility involved. In part, perhaps, attributable to designers. And in
part it is due to those companies that have not always understood that the key for
success is not just vision, but above all design, and that design is a unique value that
needs magic, effort and awareness if it is to produce results. The value of design cannot
be considered in terms of just market research, because the market asks for things that
it already knows, while design is innovation.

Aurelio Zanotta once said to me, in 1988: "if the object is right, it creates a market. This
is indisputable: it is the only thing that we can be certain of". But that was a different
age with different personalities. Today there is a lot of arrogance and self-importance, in
combination with a lot of insecurity (this is the most devastating thing). In addition,
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many people do not make the right distinctions between the roles of industrialist,
salesperson and retailer, and they think more about saving money than making
investments, giving more consideration to merchandise and profit margins than to
people and design. Design has become an essential factor of value for companies, but
the fundamental point is their relationship with designers and their capacity for
research.

When Vico Magistretti proposed the Omega lamp to Ernesto Gismondi, owner of
Artemide, the sketch that he showed him consisted of a drawing of a sphere with two
horizontal lines representing a ring. If Gismondi had asked for working drawings or a
full-scale prototype, or had asked his sales staff for their opinion, | think that the lamp
would never have been produced. But that lamp is still selling today, forty years on! An
industrialist with the spirit of enterprise has to be capable of understanding the value of
an idea from a sketch, or a small paper model, and he has to be able to engineer the
optimum transformation of this idea into a product. This is why the relationship with
design and designers is the key to many of the problems. This relationship has to be
based above all on respect, trust, sensitivity, and a spirit of cooperation. Without all this,
positive results are unlikely to be attained. But this is the fascination of design, the fact
that it is the result of a "magic feeling” that links an industrialist and a designer, or a
number of designers. Could you imagine Flos without the Castiglioni brothers, or Alessi
without Mendini? Do you think that Arflex could have gone ahead without Marco
Zanuso, or that Artemide could have done without Sergio Mazza? On the contrary,
many entrepreneurs would prefer designers to forego their rights of ownership on their
design, because they would like to feel that just their business. They like to be able to
choose whether to leave it as it is, to barter it with other companies’ products, or modify
it according with their tastes or the whims of their own professionals. But design is not
like real estate: design is a river that flows incessantly. An entrepreneur have to learn
how to sail on the river, if he want to go a long way. Not to possess the river. Have you
ever seen fishermen, or shipmasters, or even pirates, who thought that they owned the
river or sea on which they sailed?

Then there is the question of quality, and the very nature of design. When you
commission a project from a designer, you are aiming at an innovative product,
something that makes people dream, a product ahead of its time in some way. You say
that you want realistic products, in the sense that you want products that people are
already familiar with, as if a revolutionary object could not be realistic at all. You say that
you are not interested in poetry! But do you really think that in a world so full of
merchandise in all shapes and forms, there is a need for yet more objects? Here | am
not talking about just sustainability, though this is something that you should think
about. | am referring above all to the expectations of consumers. People want beauty
and poetry, and they can sometimes find them in objects, whether these be clothing,
glasses, armchairs or cutlery. This is why they are prepared to spend money on such
things, not because they really need another garment, or a pair of sunglasses, or an
armchair. Only if you are capable of manufacturing poetry will you be useful to society,
and perhaps even become famous. Poetry and innovation that can succeed only
though dedicating many resources (including mental ones) to research.

We asked: how many industrialists are willing to invest part of their revenue into
research? Creating products that are not intended for immediate sale, but that are an
important part of a possibly tortuous, certainly laborious and lengthy, process? Certainly
only at the end of this procedure is it possible to attain real innovation and, in some
cases, a successful product. | am aware of some such companies, and | have worked or
cooperated with others, but there are not many of them. And how many companies
have understood that in a globalized society, there is no hope of progress without this
systematic method of work? And how many have understood that more or less blatant
copies produce short-lived results?

The final link, for success, is the capability for communications. A good product or a
prestigious signature is worth nothing if no one knows about it. From this point of view
the importance of specialized press like the magazines Modo and Domus that manage
to create a direct link with manufacturing firm as well as with designers, place
themselves in the role of interpreter of social changes and trends. It may seem normal,
when crisis hits, to cut communications costs. Everybody does it, because it is the
easiest thing to do. But it is also the worst thing. If you don't communicate, it's as if you
didn't exist, and it will be difficult to move up the ladder if your potential customers
can't see you!

All these reasons, regardless of criticism, evidence how design is a central figure of the
entrepreneur: his choices, his ability to foresee. | know that designers would be helpless
without industrialists, like wonderful cars without wheels or engine! But in the same
way, industrialists, without a staff of professionals, designers and design management
experts, without strategy and communications designers, would be left in a tiny niche,
and they would be forced to perhaps copy other companies’ products, or become just
sales engineers (an entirely different question).

Almerico de Angelis
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01. T : VITAMIN BAR / P : DE-LIGHTED by Corian

D : James Irvine / M : Corian©

The circular bar and surrounding stools are made
entirely in CorianR. Light from the floor, around the
perimeter of the stools and through the center of
the bar all change colour in unison.

Bl &5 FEE s - £ din iR (Corian®
K o B bl ] S B AR e TR AT S - B A
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02. T : THE LAND OF ‘LU’ / P : DE-LIGHTED by
Corian / D : Ross Lovegrove / M : Corian
Lovegrove's organic ‘floor' is burrowed down to
reveal layer upon layer of carved Corian. Covered in
transparent plexi-glass, allowing visitors to walk over
the design.

i%itIh % E KX (Lovegrove ) ik A " ith " +

S 2 H G Corian® BARH £ i S e FE i

K M & A A Hrplexi

ibip & e iR



T

Galeries Lafayette, Paris / D

Ingo Maurer

du Ve dor s [\HL

The visitors immerse into an atrium of miracles, a
constantly changing performance of a milky way
with ornaments and plays of words in different
colours: white, blue, red, and green. Welcoming
the international guests, we use words and
languages from all over the world, French,
Italian, English. Arab, Japanese and Chinese, and
so on. Mystical words like Mahbrouk, Zanzibar,
Saturno, Chamaeleon, Magma, Kilimandjaro - to
mention just a few - turn up and vanish, on a
screen of twinkling stars,
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01 - 05. T : Réves de Diamants, Chanel /

Ingo Maurer

On the occasion of the seventieth anniversary of
Mademoiselle Chanel's famous diamond
collection, Chanel presented a spectacular
exhibition, which was so far shown in New York,
Paris and Seoul. The exhibition area was a black
box with glossy surface, and the floor was
studded with LED stars. Ingo Maurer created
three imaginary islands in acid green and magic
red with grottoes, people and plants en
miniature. Swirling gold dust, a waterfall and a
miniature train carrying the famous CC Star made
the presentation of the diamonds an outstanding
event

EC S g:1]
Lin B LED 4] 5t
t e 2 & (Ingo

T 495X

(CC star
Tk B

06 - 07. T : Art car - Ingo Maurer's exhibition at
Spazio Krizia - / D : David Best

The base is a 1977 Cadillac, it weights 5000kgs,
it is nine meters long. It is a collaboration with
many people. On this car probably 65 people
have been working on and off for almost three

| {ET Ak
08 - 09. T : KPMG (Interior lighting for a staircase
/ hall in Germany) / P : INGO MAURER
D : Ingo Maurer and Team, Steidle + Partner
(architects)
The staircase combines both function and
entertaining aesthetics : A large number of
coloured neon tubes underlines the soffits of the
stairs, being reflected by the glass rails of the
floors. The ruby lamellar structure at the ceiling is
adjustable and paints the staircase in a soft red
colour. By using a polished black ceiling, the
room height of the Cafeteria seems to be
extended
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02. T : Crosslink / P : modular lighting
instruments
M : polycarbonate filters

01. T: Square Moon Backlit / P : modular 1T B &1 5 i B
lighting instruments
Crosslink principle of having polycarbonate filters

B - th i RER BRST BOAT A

before and behind the light source is also a BRI tEMNESR = With only a few of these luminares, endless
standard feature on this luminare. As a result it is combinations are possible. In all four of the
perfectly possible to combine different colours cross’s indentations another Crosslink can be
according to the project. fixed so that finding the right combination for

each project becomes a creative game.




03. T : Half pipe / P - modular lighting
instruments

The cylindrical shape of this brand new profile is
a true eye catcher, that offers a distinctive
aesthetic added value to any lighting plan as
well as the possibility to move away from the
pure straight line.

XM FE A B BRI - & ARSIA
BB % TR HIR IR 1138 hnad ey 2Rk
MME - E BLHEE R ik By -

04. T : Downut / P : modular lighting

instruments

The light source itself is hidden by an MDF disk
as well as a polycarbonate filter. As a result, the
emitted light is not blinding. The MDF disk is
meant to be overpainted in the same colour as
the ceiling.

SR A< 52 ik FEMDF (B £ 5 Ra% B Bk
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01.T:TAT /P : KUNDALINI / D
S:200h. 66w/ M
steel, blown and sandblasted Pirexglas
02.T: RAY / P : KUNDALI /D
185h. 18w /M
aluminium cylinder, blown and satin Pyrex glass
rnished steel base // 03. T : ASANA (the Lamp

chair) / P : KUNDALINI / D : Gio

05h. 64d / M >d fibi

Murano triplex blown glass

Gregorio Spini

ered and chrome-plated

Gregorio Spini

transparent polycarbonate,

lacqu

1king inspiration from the balance of the
virtuous stretching of a Yoga posture, Asana is a
biomorph lightful presence that embodies the
unification of physical and ethereal, of Earth and

Sky.

04.T: LILA/
Oh. 16w. 16d
Floor lamp with two spotlights made from

lenticularly half-

tubes inserted in a rotating base

e )
05.T:Bolla/P

134h
brass, opal white

Camila / S

INDALI

1 tre arent and black

KR
Fontana Arte / D
50w. 25d / M
glass // 06. T

nic
BABY ZOO

Har

kel polishe

09

(carpet) and G D NIGHT (rechargeable floor
lamp) / P : FLOS / D
S : camel blue ; 180w. 120d, Owl night ; 100w
150d, Sahara ; 150w. 150d (BABY ZOO) , 3.3h
18w. 18d (GOOD NIGHT) /M
(BABY Z ), polycarb
07.T:PLANET /P

Laurene Le

pure virgin wool

160h. 56w. 56d
Pacific ed
105h, 95h. T1w. 11d

Ruth Mcdermott /
M : moulded synthetic textile in mos
DIODE
P : DE-LIGHTED by Corian / D : Mark N
80h /M : Cor )
// 01.T:PLANET /P
ntro Ricerche Giorgetti / 40h. 56w

coral and

02.T:Smo
D : Maarten Baas /S : 55h
furniture, finished off with

chandelier /

Furniture finished with fire

character of burned wc

long lastin
ion of sittir

03 chandelier Phoebo
MEMMOLI

D : lvan Lolli & Mario M
S:56w. 56d /M : 300
04. 7

nmoli
quar

Random Light / P : moo

moooi
/. 65d /M

burnt

auty and

n burnt furniture

is now captured in
terial creating the strange

LLI e

architec

te
oi / D

ae of crystal

Monke!
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Boys /S : 105h. 105w. 105d / M : epoxy and
fibreglass / A resin drained yarn is randomly
coiled around an inflatable mould creating a
magic translucent 3-d fabric

15 1%

137 B 74 i

05. T : SMALL/S / P : FLOS / D : Antonio Citterio
S:31.5w /M : flashed grass (white opaline
inside and pale yellow outside), clear glass,
polished and zapon-varnished aluminium

06 - 07. T : Light shade-shade / P : moooi

D :Jurgen Bey / S : 82h. 47w. 47d, 75h. 70w.
70d / M : semi-transparant mirror film
Lightshade-shade is a one way mirror that reflects

06

09

07

its environment and conceals - reveals its former
identity. Turned on, the lamp gives light, and
appears in its old garment to give comfort and
character. ( If you want to recycle your own old
lamp the shade can also be supplied without the
inner lamp)

KT &l i ) =l

08.T: La Conic/P:VIA/D : Elsa Frances &
Jean-Michel Policar / S : 35h. 30w. 30d
M : metal, polycarbonate sheet, overlapping

paint Light is diffused from the edge of the
shade; it is emitted by an extremely thin circular
neon placed between the two metal sheets that
structure the lamp. // 09. T : LIGHT FRAME

P : David design / D : Stephen Burks /S : 17.4h
172w, 30h. 100w / M : clear transparent acrylic
10. T : chandelier Ariel / P : LOLLI e MEMMOLI
D : Ivan Lolli & Mario Memmoli, architects

S :50h. 160w. 15d / M : Bohemia-cut crystal
chains, thin metal structure // 11. T : Round
Boon / P : moooi / D : Piet Boon /S : 40h. 95w
95d, (shade) 56h. 75w. 75d / M : PVC / cotton
laminate on metal structure // 12. T : a TooL

P INGO MAURER / D : Christoph Matthias

S : 80-240h. max-400w / M : aluminium,
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08
11
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s
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stainless steel, plastic / Suspended on three
wires. Freely adjustable in height and width
within the lamp’s suspension points

13 i F!ood / P : pallucco / D : [zed]
S:133.2w. 12d / M : metal with aluminium-
colour epoxy powder paint finish, extra clear
toughened glass (transparent blue)

14. T : chandelier Vladimiro elliptical model
P : LOLLI e MEMMOLI / D : Ivan Lolli & Mario
Memmoli, architects /S : 50h. 120w. 48d

M : Bohemia-cut crystal chains
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